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The purpose of the research project 1S to identify the 
attitudes of the advertising professionals before and after 
joining the industry/agency which may have a bearing on 
their leaving the industry/agency. Factors that affect 
propensity to leav e of advertising professionals in Hong 
Kong are identified as role acceptance, career prospects, 
job satisfaction, remuneration, age, academic 
qualification, years of service. Attitudes tOHards these 
factors are tapped, analysed and matched with the profile 
of the respondents. 
Our preliminary data collection methods comprised 
unstructured informal discussions with the 
Executi v e Committee members of the Association of 
Accredited Advertising Agents of Hong Kong and human 
resources practitioners in the advertising industry. A 
pilot survey was conducted for the study. Simple 
statistical methods were used to identify the overall 
attitude of advertising professionals, its changes before 
and after joining the industry /agency, 
which predict the propensity to 
industry /agency. 
leave 
and the factors 
the advertisin g 
Based on our findings, recommendations on several h ays 
to lower the turnover of adv ertising professionals in Hon g 
Kong were made. It is hoped that with the implementation 
of the recommendations, the advertising ma n age ment wil l 
J ') 
ta k e a mor e pro- a c tive appro ac h in a ddress in g t h e: p e r ~~ o nfl (: J 
issue of the industry. 
In fact, i.ndustry-wide research of this type h a s n o t 
been done before. 
an exploratory 
suitability of 
Therefore this project may be treat e d as 
study to test the applicabilit y a nd 
the questionnaire and to identify the 
appropriate data analytical techniques to be used in nlass 
data handling for the whole industry In future. 
J V 
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The advertising industry in Hong Kong has grown 
tremendously during the past ten years. According to 
the research statistics in 1978, there were 414 advertising 
agencies in Hong Kong employing a total number of 2,953 
people. Although no similar statistics could be obtained 
for 1989, a glance of the population figures prepared by 
the Association of Accredited Advertising Agents (the 
Association) revealed a significant increase in the 
workforce. Recent review of the 1989 Income Report 
compiled by the Association indicated that its twenty full 
serVlce advertising agency members have altogether employed 
a total number of 2,002 staff members as at the end of 
1989. A rough projection based on the Association's 
statistics revealed that the estimated increase of 
advertising people could be several folds during the past 
decade. In terms of sales turnover, the advertising 
industry in Hong Kong experienced a growth of 20.8 percent 







H.M. Yau. Advertising in Hong 
Legal and Managerial Perspectives. 
Kong 
Sue Girdwood. "Hong Kong" Asian Advertising a nd 
Market ~Qg Journal 18s. April, 1989 P.43. 
t o a t ot a l of HKD4.7 billion. 
While the industry is prospering and looks a t tractive, 
it is obliterated by the rapidly escalating cost s of 
recruiting and retaining high quality personnel. In recen t 
years, the staffing crisis has afflicted all areas of 
enterprises in Hong Kong. There are critical labour 
shortage 
industry. 
in the construction, banking and hospitality 
Advertising, being an industry for talent and 
creative people, is no exception. Cost of compensation 
increases as there are less qualified people available in 
the market. 
The staff shortage problem has directly affected the 
standard of work and service in the advertising industry. 
Agencies, having lost some of their management people and 
then finding a shortage of replacements from outside, may 
well have to promote internally at a rate faster than they 
would like. This in turn can lead to over-promotion with 
people getting a senior and responsible job not 
commensurate with their expertise and job knowledge. In 
addition, reduced supply means increased salaries in the 
industry to compete for quality advertising people. This 
has exerted a negative 
dedication to duty. 
impact on staff loyalty and 
As indicated by the Association, staff turnover in 
advertising industry has never been higher. One 
advertising agency reported that it experienced a 35 to 40 
percent turnover in 1988. The employee turnover poses a 
costly and destructive problem to the industry especiall y 
when the highest performing employees are leaving. There 
is an e x pres sed concern tha t the standard and q uality of 
a d ve rtising work are 
probl e m intensified. 
slowly slipping as staff turno v r 
Objective 
The basic objective of the research project is to 
study the turnover problem of advertising professionals in 
Hong Kong by conducting an attitude survey among them. To 
facilitate analysis, the general objectives are 
divided into three sub-objectives. 
further 
Sub-Objectives 
Firstly, to determine attitudes of people towards the 
advertising industry prior to their joining the industry. 
Secondly, to determine their attitudes towards this 
industry after they have the actual experience in the 
industry. 
Thirdly, to determine the attitudes of people before 
and after they joined the advertising agency for which they 
now work. 
Fourthly, to determine the staff's propensity to leave 
the industry and the agency in which they are currently 
working for and to identify 
her future. 
the staff's plan for his or 
Finally, to profile the individual respondents in 
terms of their position and experience in the industry and 
the agency. 
Through the study, it is hoped that we can find out to 
what extent these attitudes affect 
professionals' propensity to leave the 
Hong Kong. 
the advertising 
industry/agency i n 
It is b e lieved that information coll ected from thjs 
res arc h project wi ll br i n g bet t er understandi n g of th e 
bread t h a nd d e pth o f the p e r s onne l p rob lems wh ich th e 
a d ve rtising industry will be facin g over the next few 
b e years. And it is hoped that some solutions could 
developed once we have identified these problems. 
Scope 
The scope of the reasearchproject is confined to the 
professional people employed in the advertising industry. 
Advertising professionals are defined as people working in 
different functions of the advertising agency business. 
These include creative, media and account people who have 
special skills, expertise and knowledge specific to the 
advertising agency business. 
The approach of the research project is to collect 
attitudes of advertising professionals about their job, 
role, remuneration, career prospect, personal future plan 
towards both the advertising agency as well as the industry 
as a whole. 
In addition, we are also studying 
attributing to the staff's propensity to 
current advertising agency and the industry. 
the factors 
leave their 
The scope of 
the project is therefore extended to review the variables 
leading to the staff's propensity to leave their agency and 
the industry as a whole. The problem is analysed from a 
micro and macro point of view so that recommendations will 
not merely lead to a wage spiral as a result of intense 
internal competition among the advertising agencies with i n 
t he indu s try . 
Prel i minary Dat a Col lec tion 
Interview and Discussions 
The Association's Executive Committee and our advisor 
of the research project have through their meeting s 
discussed the staff shortage and turnover problems of 
advertising professionals in Hong Kong. Also through 
repeated informal discussions among the advisor and human 
resources practitioners in the industry, it is apparent 
that role frustration, remuneration, career prospects, and 
job satisfaction may be the underlying main factors 
affecting the turnover. Besides, it is reflected that 
emigrants within the advertising industry are also 
increasing in number. 
In fact, most of the human resources practitioners or 
the top management of the advertising agencies are 
interested in understanding the attitudes of advertising 
professionals before and after joining the industry/agency 
especially towards their job, remuneration, status, 
clients' relations, management of agency, as well as career 
prospects. 
have impact 
They also believed that such attitudes may 
on turnover of advertising professionals, and 
also they would like to know which particular type of 
advertising professionals in terms of age, education, years 
of experience has the higher propensity to leave the 
industry/agency. Besides, as long as the professionals and 
the industry itself are so dynamic in terms of staff 
turnover, attitudes of professionals towards their future 
plan are also of concern to the management in the industry . 
Literature Survey 
Attit u de s u rvey s of s imilar types we r e no t f o u n d . Ye t 
r' e \ i e \,1 0 f pr e v 10 U S res ear ch e s on staff 
1 
turnov e r r e v ealed 




salaries and better opportunities elsewhere were identified 
as the general parameters which influenced staff turnover. 
4 
Parasuraman and Alutto (1984) said that job stress 
will result in low organizational commitment, poor 
performance and high staff turnover. Job stressors include 
role frustration, inter-unit conflict, and staff shortage. 
Hole frustration was found to be one of the strongest 
predictor. 
5 
Moujaes (1985) suggested that the first step 
ln maintaining and improving employee commitment, 
performance and productivity is through the implementation 
of an effective pay policy. 
Michael K. Minty, General Manager, Personnel of Hong 
Kong Land Property Company Limited expressed in the 
1 
G eo r g e \" . T y 1 er. " 0 r g an i z a t ion S i z e 
Tenure." Journal of Operation Hesearch Society 
:37, Iss. 4, 1986. 
2 
and Staff 
( UK ) : vol 
Thomas O. Boucher. "Adam Smith and the Humanists : 
An Equiry into the Productivity of Labour Controversey." 
lIE Transaction vol : 20, Iss. 1, 1988. 
3 
Roger Mansfield and Adel H. Salih. "Some Factors 
Influencing Labour Turnover - Personnel Managers' Views ln 
Iraq." Personnel Review (HK), vol : 14, 1ss. 4,1985. 
4 
Parasuraman, Saroj & Alutto, Joseph A. "Sources and 
Outcomes of Stress in Organizational Settings : Forward the 
Development of a Structural Model." Academy of 
Management Journal 1984, 27(2), P.330 - 350. 
5 
Moujaes, Rabih. "Pay Policy - No Company s hou ld be 
wi thout On e ." Accountan~ (UK), 1985, 96(10 9~ ), P . 148 - 15] . 
Emi g r a tion Seminar (1988) organized by the Hon g Kon g 
Institute of Personnel Management that 0-
Uncertainty about long term company growth and feelin g 
of holding back or stagnation in career progression might 
be reasons for staff to look for better options. 
Our recent review of the advertising journals and 
periodicals noted that other factors are examined to 
account for the staff turnover problem in Hong Kong's 
advertising industry. 
In Asian Advertising and Marketing Journal, 
1 
April 
1989, Sue Girdwood cited that :-
Brain drain was one of the salient factors which 
kicked off the wages spiral and pushed up salaries to 
levels never been before. It is depleting Hong Kong of 
trained and experienced people who are concerned for their 
future in Hong Kong after China resumes control in 1997. 
Edwin Chan, Managing Director of J. WaIter Thompson, 
Hong Kong commented that :-
The advertising industy lacked a pro-active attitude 
towards attracting young people. 
Apart from these factors addressed, job and pay 
expectation, high work pressure, long working hours, tight 
deadlines, and heavy workload were also identified as 
reasons for staff turnover. 
Summing Up 
To sum up, in addition to the general impact of 
political stability on the labour market in Hong Kong, a 
review of the literature and the interview with human 
resources practitioners in the industry suggested that role 
frustration, job and pay expectation, monetary reward, high 
1 
Sue Girdwood. "Hong Kong." Asian Advertising and 
Marketing Journal Iss. April, 1989, P. 43. 
'" 0 r k pr e s s u r e , pe r ceived opp ortun i t y for g row t h , 
sat i sfac tion, academic qu a lification a nd p rO V1 S lon 
j o b 
f o r 
t r a ining can b e st be used as predictors. The f a ct that 
these variables surfaced in our preliminary data collect ion 
have reinforced our original thinking that we could u se 
these variables in our research. In view that they may be 
good predictors of propensity to leave, they were set as 
the varlOUS aspects 
study . 
that would be investigated in this 
CHAPTER 11 
PROBLEM DEFINITION AND THEORETICAL FRAMEWORK 
Problem Statements 
Simply put, our problem statements are 
Firstly, to determine attitudes of people towards the 
advertising industry prior to and after their joining the 
industry. 
Secondly, to determine the attitudes of people before 
and after they joined the advertising agency for which they 
now work. 
Thirdly, to what extent do role acceptance, career 
prospects, job satisfaction, remuneration, age, academic 
qualification, years of service, predict the propensity of 
advertising professionals to leave the advertising industry 
as well as the agency in Hong Kong. 
Theoretical Framework 
To facilitate analysis of the third problem statement, 
a theoretical framework is set up with a set of independent 
variables and dependent variable. The dependent variable 
is propensity to leave. The seven independent variables 
which are suggested in the literature surv ey and 
preliminary data collection are used 
predict employee's propensity to leave. 
are role acceptance, career prospects, 
in an attempt to 
These variables 
job satisf a ction, 
r e muneration, age, academic qualification, a nd yea r s o f 
10 
S - l'\ ' i · C . 
Role Ac c e ptanc e 
Th e closer the actual perception and prlor e x pect a tion 
towards the nature, work pressure and social esteem of the 
job, the higher the professional's level of commitment to 
stay with the industry/agency. It is also e x pected that 
the more positive the attitude towards the work pressure, 
job nature including clients' relationship, the lower the 
propensity to leave the industry/agency. Besides, if 
professionals can derive feeling of status from the 
industry /agency, they are more committed to stay . 
Career Prospect 
When professionals know that the y are going to g ro, .. 7 
and prosper ln the current agency/industry, their level of 
propensit y to leave is expected to be low. If, however, 
there are no opportunities for advancement perceiv ed in the 
present agency/industry, professionals especially those who 
want to have career advancement are likel y to search for 
other agencies or even industries offering greater 
opportunities. In addition, when professionals consider 
the agency/industry will offer good 
opportunity of training and de v elopment, 




Similarly, if professionals are highly s a tisfied wi t h 
their jobs and d e rive high lev el of job satisf ac tion, t h ey 
a re more like l y to stay ln t he a g enc y /indus t r y than if t h e y 
are no t sati s f ied. 
1 ] 
Remuneration 
Re muneraation package is found to be very attracti v e 
In inducing high staff turnover rate. Many people in Hon g 
Kong \\lork primarily for money particularly those with 
confidence problem in the 1997 1ssue. They search for jobs 
which offer the highest pay. This is not an exception to 
the advertising professionals. Without reasonable salary 
and fringe 
for long. 
benefits, no employers can retain their staff 
Age, Academic Qualification 
and Years of Service 
the lines of preceding arguments, age, 
academic qualification and years of serv1ce also have 
influences on propensity to leave. 
The younger the employee, the higher is likely to be 
the level of propensity to leave expressed by the employee. 
Older employees usually have served the company longer, and 
their seniority carr1es with it some status and prestige. 
Well educated employees may have better chances to 
find bet~ ter jobs elsewhere and thus have higher level of 
propensity to leave. 
Also, as the period of time served In the 
agency/industry 1ncreases, the level of propensity to leave 
1S low. This is because people tend to form an attachment 
to the place, the colleagues, and the customers, etc. and 
would be reluctant to leave the place and J01n another 
company . T'herefore, propensity to le av e hTil1 be high 
a mon g those employees who have served 1n t h e 
agency / indu stry for the shortest period of ti me . 
] L 
Oil th e ba s i s of the abov e argum e nt s , t h e th Jorc L j a J 
framework is depicted in Figure 1. 
1 J 
FIGURE 1 
SCHEHATIC DIAGRAH OF THE THEORETICAL FRAMEWORK 
-----------------------------------------------------------
-----------------------------------------------------------
Factors that affect propensity to 
a d v ertising professionals in Hong Kong. 
Role Acceptance 




(Hore to Learn, 
Promotion 
Opp ortunity , Better 
Management) 
Job Satisfac tion It-------~ 
Remunera t ion It-----------+-----~Propens i ty 
To Leave 
Age }r-------------------l 
Academic Qualifications 1~--I 






Type of Study 
Other than it lS a general attitude research, our 
study \-\7as also intended to establish the relationship 
between the seven independent variables mentioned ln the 
le. the preceding paragraphs 
propensity to leave. 
and the dependent variable, 
We did not wish to delineate the 
causal effect relationship between the independent and the 
dependent variables. A correlational study was conducted 
to find the causes of the propensity to leave. 
Nature of Study 
The project lS descriptive in nature when referring to 
the attitude survey. Yet as the project also attempts to 
analyse the relationship between the dependent and 
independent variables, 
as well. 
this study lS analytical 
Study Setting 
in nature 
The research was conducted to determine the attitudes 
of the advertising professionals and their impact of 
varlous independent variables on the dependent vari a ble. 
Data were collected using a meticulousl y desi g n ed 
que s tionnaire. Variables will neither be c ontrolled no r 
III {'1 11 j P II 1 -\ t l. d a nd 
~t. ud~ . 
no artificial setti n g was crealed for t h (-
Unit of Analysis 
The research concerns on the advertising 
professional's attitude towards his propensity to leave and 
as such, individual professionals in the full servlce 
advertising agencies ln Hong Kong were selected as the unit 
of anal~- sis. 
Time Horizon 
A cross sectional study was carried out. Data were 
collected from the sample once and there will not be any 
subsequent extension of the research for the same sample. 
Operational Definitions 
To operationalise the variables defined ln the 
theoretical framework, the independent variables, le. role 
career prospect, job satisfaction, accept_ance, 
remuneration, 
serVlce, and 
age, academic qualification and years of 
the dependent variable - propensity to leave 









ln Appendix I. The elements of the operational 
definitions ar e measured by a "Likert - type" seven point 
interval scale. 
Data Collection 
Data Collection Method 
Data were intende d to be collected fl'o m nearly all 
] & 
pro fessi ona ls employed by the three f u ll se rv] c~ 
a d v ertising agencies. Questionnaire was used f o r thi s 
purpose. The questionnaire was designed based o n the 
information revealed at the stage of preliminary da ta 
collection. 
Some of the questionnaires were distributed to the 
respondents through a co-ordinator of the advertising 
agency. The respondents were reassured that their 
responses will be anonymous and confidential beforehand by 
a letter from the Managing Director. The letter was 
important in substaining high response rate since it showed 
top management commitment to the project on one hand and 
offered management assurance on the confidentiality of the 
responses on the other. The respondents were then asked to 
return the completed questionnaire ln sealed envelope to 
the co-ordinator within two days. The others were 
administered on the office premises and directly returned 
to the research team. 
Design of Questionnaire 
Understanding that the quality of the questionnaire 
would directly affect the result of the research, the 
questionnaire enclosed in Appendix 2 was designed such that 
it complied with the following basic requirements of a good 
questionnaire :-
Advise the respondent the purpose of the research 
Provide questionnaire with a decent appearence 
Use simple English throughout the questionnaire 
Use both positively and negatively worded questions 
Avoid socially undersirable wordings 
1 "/ 
Opti mis e t h e l e n g th o f th e que st ionnaire so th a t it 
ta k e s t h e responden ts no more tha n t we n ty minutes L o 
c ompl e te 
Restrict personal information to mlnlmun 
Distribute questions randoml y to avoid bias due t o 
ordering effect 
To facilitate our analysis of the three problem 
statements, 
sections. 
the questionnaire was designed in four 
Section One and Two were for the first and 
second problem statement respectively. They were used to 
tap attitudes and feelings before and after the 
professionals joined the industry and the agency. Section 
Three was for the analysis of future plans of professionals 
regarding their propensity to stay or leave the industry 
and the agency, and the respondents' profile was analysed 
in Section Four. The linking up of all sections together 
will help us in tackling the framework set up for the third 
problem statement. 
Before using the questionnaire for the whole sample 
size, a pilot test was run among the selected members of 
the Association's Executive Committee. The primary 
objective of the pilot test was to evaluate the 
acceptability of the questionnaire. 
A copy of the questionnaire and the letter prepared 
for the Managing Director or Chief Executive to inform 
staff members of the execution of survey .were enclosed i n 





There are both full and non full serVIce advertising 
agencies In Hong Kong. There are about twenty full serVlce 
advertising agencies as revealed from the statistics 
prepared by the Association. Altogether there are around 
two thousand employees in these full serVIce agencies 
including both the advertising professionals and general 
clerical/administrative people. Based on our discussion 
with 
that 
the advertising agency management, it is estimated 
60 percent of them are advertising professionals. 
These 1,200 advertising professionals employed in the full 
servIce agencies will form our sampling frame. Chief 
executives or human resources practitioners of these 
agencies will be approached and asked to include every 
professional of their agencies In the study. 
Non full serVl.ce ad·vert i sing agencies be 
included In the study as the population of these 
organizations lS not readily known and the population of 
the full serVlce agencies ,,,: ill be large enough 
representative of those professionals employed 
advertising industry. 
Sample Size and Sampling Hethod 





a s mu c h 
J 9 
s8. mp l s "lS p o ssi bl e . HOlv eve r, du e t o t h e t i me co n s~rainL 
a nd t h e unce r tai nt y of the number of a d verti s i n g age n cies 
participate ln the p r o jec t, co nvenl e n ce 
s a mpling for the study was adopted. 
First of all, we ascertained the agen c ies which a g r e e d 
to participate. Then we either sent the questionnaires t o 
the co-ordinator for distribution to those targets who were 
readil y a vailable or we collected information direct from 
the advertising professionals during their working lunch 
meeting on the office premlses. The rationale was to 
generate as high response rate as possible and yet the y 
were representative samples for these agencies. 
Altogether there were three adv ertising agencies 
participated ln the study and the list of total advertising 
professionals added up to 
cond ucting of the surv e y , 88 
s ent which represented about 
about 150 people. In actual 
coples of questionnaire were 
60 percent of the advertising 




Data Analvsis Method 
As the research covered by this paper was exploratory 
in nature, descriptive statistics of the variables were 
obtained. 
tabulated. 
Frequency and mean of the variables were 
It 1S apparent after this exercise that the 
data-set will 
explorations. 
provide further opportunities of analytical 
Survey Responses 
Out of a total of 88 questionnaires sent out to the 
three ad v ertising agencies, only 22 failed to response. 
The response level Has 75 percent. Follow-ups with the 
co-ordinator of the advertising 
some of these non-respondents did 
the questionnaire. 
agencies indicated that 
not have time to fill 1n 
Seven of the respondents 1n the original 66 responses 
received were found to have answered less than 70 percent 
of the questions or be non-advertising professionals. Their 
questionnaires were consequently excluded from the 
analysis. In all, a total of 59 questionnaires wer e 
available for analysis. 
Male and 
pe r ce nt of the 
Overall Respondents' Profile 
female were of equal proportion. 
respondents we re under 30 years 
Six ty 51::\. 
of age and 
2 ] 
15 p r ce nt Here 35 years or olde r l n a ge . In t e rm s o f 
a a d e mic qualification, nearl y 70 perc e nt o f r espond e nt s 
\ve r e e ither graduates from the polytechnics o r t h e 
uni versities, 18 percent 
secondary education and the 
graduates. 
of the respondents fini s h ed 
remaining 11 percent were post 
To classify the respondents into media and research, 
the distribution was 34 account, and creative functions, 
percent, 32 percent and 34 percent respectively. Over 50 
percent of the respondents earned less than HK$180,OOO per 
annum. For years of experience with the advertising 
industry, 44 percent of the respondents were professionals 
with more than five years' experience and only 15 percent 
were professionals with less 
the industry . 
However, when looked 
than tHO years' experlence in 
into years of service with 
current ad v ertising agency, 64 percent of respondents were 
hav ing less than two years' serVlce with their current 
agency, 27 percent and 9 percent were those respecti v el y 
hav ing tHO to five years' service and over five years' 
se rv lce with the agency. 
Attitude and Feelings 
About the Advertising Industry 
Th e surve y rev ealed that there Here different deg r ee 
of c hange towards the eight j ob dimensions measured ln the 
q uesti onnaire with regard to 
feelings a bout t h e industry . 
Overall Re s ponse 
the respondents' attitude a n d 
Re sults were as follows 
Dyna mic/C h a ll e n g in g a nd 
I n tere s t ing /Ex c iting Job 
2 2 
Be fore joining the industry, more than 98 p e r cent felt 
t hat the industry was dynamic, challenging as well as 
interesting and exciting. None agreed that it was the 
reverse. 
After joining the industry, the survey revealed that 
only 83 percent still agreed that 
percent disagreed to the statement. 
Feeling of Status and 
Training Opportunities 
it was the case while 10 
Twenty nine percent did not agree nor disagree to the 
feeling that the industry was of status and that there were 
many opportunities for training. Fifty six percent and 63 
percent respectively agreed that advertising was an 
industry of status and there were opportunities for 
training and development prior to joining the industry. 
However, the percent for agreement to the feeling of 
status dropped to 39 percent after joining. With regard to 
the feeling towards training opportunity, there were still 
61 percent agreed to the statement after joining albeit the 
highest percent of 39 slipped from the moderately agree 
scale to the slightly agree scale. 
Great Exposure, Rapid Career 
Advancement and Well-Paid Job 
For the aspects on great exposure, rapid career 
advancement and good pay, the percent for agreement dropped 
from 88, 92 and 73 to 76, 83 and 67 respectively after 
joining the industry. 
Work Pressure 
Work pressure was the area with most si g nif i c ant 
2 J 
'h a n ~ In a t titude. Whil e 64 perc ent d i sag r ee d t hat l h e r . 
,,, ould not be any more pressure In this industry th a n In 
others, only 19 percent still held the view after joining 
the industry . HOHever, 68 percent agreed that the work 
pressure was greater than what they expected. 
Summary of Responses 
Irrespective of change In attitude after joining the 
industry, it was noted that there were more than 60 percent 
endorsed the views that advertising industry is dynamic and 
challenging; interesting and exciting; has opportunities 
for training; offers great exposure and rapid career 
advancement; and is a good pay industry. While the 
respondents did not entirely agree to the feeling of 
status, they conceded that they had under estimated the 
work pressure the industry would put on the professionals. 
The attitude and feelings of the respondents towards 
the industry, tapped from the questions set in the Section 
One of the questionnaire, were summarised in Table 1. 
The above analysis gave a description of the results 
obtained from the survey. In general, the comparison of 
data obtained before and after joining the industry 
revea.led an overall change In the pattern of data 
distribution on the industry as a whole. However, the 
change in individual attitude may not be revealed 
accurately as one positive change would be offset by a 
change in negative direction thus obliterating the effect. 
Individual Response 
To analyse more specifically the individual attitude 









































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































co mpar _d to fiSC r tai n t h e c h a n g e I n Cl t t j L u d e a nd reo C' J I n ~r :- ; 
a bo u t t h ~ indust ry. 
To s imp lify the a nal y sis, onl y att i tud e c h a n ge o f mor e 
t han one scale before and after joining the indu s tr y suc h 
as from slightly agre e to strongly a gree , or from neither 
disagree nor agree to moderately agree was counted. In 
addition, the change was further reviewed to see whether it 
was a positive chang e from strongly, moderatel y , slightly 
disagree to slightly, moderately, strongly agree, or a 
negative change in the reverse direction. 
The results of the analysis for individual attitude 
change about the advertising industry were summarised in 
Table 2. 
As with the descriptive analysis of the general change 
1n attitude pattern, the job aspect where there had the 
greatest number of respondents changed attitude was the 
work pressure of the industry. Out of the 59 respondents, 
44 representing 75 percent of the respondents indicated 
change 1n attitude towards work pressure of which 41 
changed positi v ely reflectin g an increase in the degree of 
agreement to the statement 
pressure than expected." 
Feeling of Status, Training 
Opportunjties, Gre a t Exposure, 
Rrtpid Career Ad v ancement and 
We ll Paid Job 
that "There is greater work 
With regard to the job aspects on feeling of st a tus , 
training opportuni tJies, g reat exposure, rapid ca r ee r 
a d va ncement and good p a y, th e number of r e sponden ts with 
atti tud e chang e r a n ge d from 15 to 21 a c coun ted for 25 
percent t o 3f) pe r ce n t r espectjvely o f t h e r espo n d e nt 
2G 
TAB LE ~ 
ATTI TUD E CHANGE ABO UT THE ADV ERTI SING I N~ UST RY 
::::::::::::::::::::::::::::::::.:::::::::::::::::==::::::::::::::::::::::::::::::::::: : ::::::: : : : :: : : :: 
Dir ec t ion of Change 
Di ffien~ i c r. 
a 
I No s. of Respo nde nt s (%) 
With Atti t ude Chan ge 
b 
Po si ti ve i%i 
c 
Negati ve (%) 
------- - ---- - -- - --------- ;------------- - ----------- ;--------------- - -------- - :-------------------------
Int ere st ing /Excit i ng 
Feeling of Statu s 
Many Opp or t un it ies Fer 
Traini ng 
Grea t Ex pos ure 
Rapid Car'eer 
Advan cE-Qe fl t 
Mo!e W ~ r k Press ure 









( 15 . 3 ) 
( 15 . 3 I 
( ~ , 1' ) ,j~ . O 
! 30.5 ) 
i 25 .4 ) 
I 30.5 ) 
r 25 .4 ) 
! 74 .6 ) 
2 ( 22. 21 ( 7? .8) 
( 11. 1 ) ( 88. . ~ ) 
t, 23.8 ) 16 ( 76 . 2 ) 
6 ( 33 . 3 ) 12 ( 67 . 7 ) 
I 
3 i 20) 12 1,60 ) 
6 \. 3 ~j • 3 ~ f~ ( 6? . 7 ) ~ w 
( 40 ; ( 6 (1 ) 
41 ( 93.2 ) (6. 8) 
? er c en t ~ z e of nU[Q er ~ , r ~ sp 0n de ~ : s ~ i t h aLti : ucie c ha n~ 2 ~c the total of 59 re spor ses obtained 
fcr t he ex p l o~at o ry stud y. 
b 
Po si tiV E -, " t !:an E 
Fro ID S !!l a II v a \l e t 0 1 Co !" ~ e v 2.1 u ea!; s ~J l? !' ~ 1 fl C r '2 a s e l 1: 1 eve 1 of e. g !' e e P.l e :! t . 
c 
NEgari VE Char: e 
F'ro: l ar-H va i; f t c s!n ll va lu e a :; s w er ~ decrease in levfl of agreerJE- !! t . 
urve y e d. Further review noted that 60 perce n t. to 8 0 
p e r ce nt of the respondents with attitude chang e l n t h e 
mentioned categories moved in a negative direction show i n g 
that they were not as much in 
attributes when compared with before. 
Dynamic/Challenging, 
Interesting/Exciting Job 
agreement to the se 
The statements describing the dynamic, challenging, 
interesting and exciting job nature had the slighest change 
in attitude. Only 15 percent of respondents showed changes 
in these two job dimensions of which more than 75 percent 
were on the negative side ie. less agreed after joining the 
industry. 
Sources of Influence 
As there were changes in the professionals' attitude 
after they joined the industry, it would be interesting to 
know from where the professionals obtained the information 
to formulate their attitude and feelings about the 
industry. 
Analysis of the responses noted that majority of 
information was obtained from media, friends/relatives and 
schools/colleges/universities. However, it was surprising 
to know that only 4 percent came from exhibition and 
seminars. Details of the results were summarised in Table 
3 . 
About The Advertising Agency 
The respondents' attitude and feelings about the 
advertising agency for which they are now working were 
me asured in the Section Two by question 18 to 33. Results 
TABLE 3 
SOURCES Of INFLUENCES ABOUT THE ATTITUDE/FEELINGS TO 
THE ADVERTISING INDUSTRY 
2 8 
==============~===========~=== = =====================================~========= 
Source of Influence Responses Percentage 
~edia 26 35 
Friends/Relatives 24 32 
School/Colleges/Unversity 22 29 
Seminars/Exhibitions 3 
a 
Total 75 100 
a 
Respondents could give more than one answer. 
\ , ' L l-- s um In a r i s e d ]_ n Ta b 1 c -1 . 
Si mi li ar d ata a n a l y si s tec hn i qu es as Sec ti on On e we r e 
u se d f or r e v i ew i n g the r e sponses obtaine d f or Se ction Two . 
Ove rall Response 
Change of attitude was noted before and aft er the 
professionals joined the agency. Results of the anal y s i s 
for each job dimension were as follows .-
Remuneration 
Comparison of the attitude and feelings before and 
after joining the agency noted that there was little change 
in the area of remuneration. Of the respondents, 50 
percent agreed to the reasonableness and competiti v eness of 





join i n g the 
for internal 
stay ed neutral and 22 p erce n t 
agenc y , 59 percent agreed t h at 
promot ion ,,-r as good while 27 
percent neither agr e ed nor d isagreed. 
After joining the ag e nc y , the percent for suppo r t i n g 
the statement o f many promotion opportunities dro p ped b y 15 
p e r c ent to 4 4 perc ent ye t the percent for neutural opi n ion 
rose to 39 per c ent. Pe ople tend to hold a neutra l v ieh7 
poin t rather tha n sligh t l y agree to the proposition a f ter 
join i ng the i ndustry . 
Proud Of The Agen cy 
Revi e\-v of t h e respon se s before and a f te r j o ini ng the 
ag ency r evea l e d l ittl e 
p e rcent fe l t proud t o be 
p e r c e n t h a d t h e o ppo s it e 
o f th e r e spo n s es on t h e 
a ttitude change in t his a re a, 6 3 
the a g e nc y and only 10 p a rt of 
fee ling . However, f u rt h er revi e ~ 
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ngr0 - to st r o n g l y ag r ee no te d t hat t h e sea 1 e wit h h j g h c; ~: L 
s ore s l i ppe d from moderat e ly agre e to slightl y ag r e e aft e r 
join i ng the agency. It showed that the level of agre e me n t 
to this area reduced after the respondents entered the 
profession. 
One Of The Best Agencies 
To Work For 
As with the above, the scale interval with top 
response rate in this area slipped from moderately agree to 
neither agree nor disagree after joining the agency. 
Nevertheless, response to the scale interval of strongly 
agree increased from 8.5 to 15 percent after the 
professionals joined the agency. This meant while some of 
the respondents changed negatively and raised doubt on 
whether the agency was the best one to work for, other 
respondents affirmed their feelings that the agency was the 
one worth working for. Overall, 48 percent agreed while 20 
percent disagreed to the statement. 
Managing and Developing 
Employees 
Althought 53 percent held an optimistic view that the 
management would do a good job in managing and developing 
employees, many felt disappointed after joining the agency. 
The percent on the agreement side dropped by 17 percent to 
36 percent. On the other hand, reVlew of the response 
after joining the agency noted that 41 percent expressed 
disagreement in this regard which was only 19 percent prior 
to joining the agency. In addition, there was 31 percent 
moderately agreed to the proposition before joining. 
However, the percent reduced to 5 after the professionals 
wo rk e d in t h e agency. Basically speaking, there Ha s a 
3 2 
c h a n ge in attitude. People became more negat i v e t oward s 
the management in terms of their role in managing and 
developing employees. 
Work Pressure 
Again the extent of work pressure was the item with 
much attitude change. While 56 percent believed that they 
could easily manage the work pressure prior to joining, 
there were only 15 percent had the same feeling after 
joining. Instead of 20 percent before joining the agency, 
59 percent disagreed that the work pressure could be 
managed easily after they worked in the agency. More 
people found that they could not manage the work pressure 
which was higher than what they had expected. 
Training/Learning Opportunities 
After joining the agency, many respondents 
rationalised their perception on the extent of 
training/learning opportunities that could be offered by 
the agency. Before joining, 63 percent felt that 
opportunity was good. However, only 49 percent held 
similiar views after joining the agency. On the other 
hand, the percent for disagreement increased from 19 to 27 
percent after joining the agency. In all, the respondents 
had growing concern on the training and learning 
opportunities offered by the agency. 
Satisfaction From Dealing 
With Clients 
Although 49 percent on the agreement side regarding 
satisfaction from dealing with clients indicated no change, 
the percent for disagreement to the proposition surged from 
22 to 32 percent after joining the agency. As the perce n t 
]J 
of respondents indicated indifference attitude r e du ce d fro m 
29 to 14 percent after joining, it reflected that more 
respondents previously had no idea on the clients' 
relationship now opted for a negative feeling in this area. 
Overall, the respondents indicated a higher degree of 
change in attitude 1n the four dimensions namely 
opportunity for promotion, good job in managing and 
developing employees, work pressure and training/learning 
opportunities. Results were not encouraging since 
attitude changed in all these four areas, showing either a 
lower level of agreement or a rise in level of disagreement 
to these statements. 
Individual Response 
For analysis of specific individual 
similiar techniques as explained were adopted. 
of the analysis were detailed in Table 5. 
responses, 
The results 
Rather than a coincidence, the item to which the 
largest number of respondents indicated change in attitude 
was the work pressure put on by the agency. Of the 34 
respondents with attitude change, 29 changed negatively 
indicating their higher degree of disagreement regarding 
the easy management of work pressure after joining the 
agency. 
For the rest of the job dimensions, the number of 
respondents showing attitude change ranged from 14 
representing 24 to 34 percent of the respondents. 
to 20 
Detailed review of responses on the dimensions of 
remuneration package, feeling of pride, best agency to 
work for and clients' relationship noted that there were 
3 4 
TABLE 5 




I Direction of Change 
: a :---------------------------------------------------
: Nos. of Respondents (1) : 
Dillension : With Attitude Change : 
I I 
b 
Pos itive (%) 
c 
Nega tive (%) 
------------------------- !--------- ---------------- I-------------- ----------- -------------------------
Reasonable and 
Competitive Remuneration : 
Many Op portuniti es For 
Prollotion 
Proud As Par t of The 
Agency 
One of the Best Agencies: 
To ~o r k For 
Good Management And 
Developllent 
Easily Kanage The Work 
Pressure 
Kany Op por tuni t ies For 
Training/Learning 
Satisfaction From 
Dealing With Clients 
a b c 
Refer to Table 2 
20 (3 3,9) 
H (,, ~ "1) 
• . \ l v, 
19 (32 ,2) 
15 l 2~,4) 
18 (30.5) 
34 (57.6) 
18 (30 ,5) 
20 (33.9) 
10 (50) 10 (50) 
10 (71. 4) 
9 (47.4 ) 10 (5Z .O ) 
!.46 , 7) p ( ~ n '1 ) u "j,J 
2 (11.1) H (8 8, 9) 
5 (14, 7) 29 (85.3) 
5 (27. 8) 13 (72.2 ) 
8 (40) 12 (60) 
si miliar numb e r o f r e spons e s f or the posi t ive and negativ e 
ch a nges indicating that individual difference ln at t itud e 
change came from both sides without a dominating direc ti o n . 
In addition to work pressure, negative change was mor e 
clearly revealed ln the dimensions of internal promotion 
opportunities, and managing and developing employees. 
Review of the responses noted that respectively, there were 
71 percent and 89 percent of respondents with negative 
attitude change ln these two areas. This indicated that 
they were less agreed to the propositions after they joined 
the agency. The results echoed what the observations made 
during the review of overall response in the preceding 
paragraph. 
Attitude Change and Propensity To Leave 
In an attempt to study the relationship between 
attitude change and propensity to leave, respondents with 
different propensity to leave were analysed with respect to 
the attitude change before and after joining the 
industry/agency . 
It has been proposed in the theoretcial framework that 
role acceptance may be one of the variables which affects 
the propensity to leave. It is believed that the closer 
the actual perception and expectation towards the 
industry/agency, the higher the professional's level of 
commitment to stay. 
Attitude Change and Propensity 
To Leave The Industry 
The magnitude of attitude change was measured in t erms 
of the number of dimensions the respondents ind icated 
c hang es in attitude/feeling. Same de f inition o f attitude 
h a n ge described before was u se d fo r th is a nal ys i s . 
P ropensity to leave the industy was me asure d b y q uestion 34 
which was within the time frame of 12 months. 
Our analysis revealed that the average number of 
dimensions with attitude change was 3.2 for those who were 
likely to leave. While for the professionals who were 
neutral or unlikely to leave, the average count of 
dimensions reduced to 2.3. To some extent, this simplified 
analysis reflected that those with high propensity to leave 
the industry expressed attitude change in more job 
dimensions than the ones with lower propensity to leave. 
Details of result were depicted in Table 6. 
Attitude Change and Propensity 
To Leave The Agency 
By means of similiar technique mentioned, results were 
analysed and shown in Table 7. The propensity to leave the 
agency was measured by question 40. 
The results showed that the professionals who intended 
to stay and who would not leave unless there was 
exceptional opportunity indicated change in 2.4 and 2.6 job 
dimensions respectively on average. However, review of 
those would leave if something better turned up and those 
who were actively looking to leave revealed that the 
average numberof job dimensions they had attitude change 
were 3 and 2.8 respectively. A simple comparsion of these 
data noted that the average number of dimensions with 
attitude change was higher for professionals with mor e 
intention to leave than those with less or no intention. 
Future Plans 
TABL E 6 
ATTITUDE CHANGE AND PROPENSITY TO 





Propensi t y To Leave 
No. of Dimensions With Attitude Change 
No. of Respondents Total Average 
I I J 
------------------------- !------------------------- j------------------------- !-------------------------
Likely l~ 38 3.2 
Neutral & Unli kel y 47 110 2.3 
Total 59 14 8 ~.5 
a 
Propensity To Leave was meas ured by question 34. Th ose cheese 1 to 3 were categorised as likely 
to leave and those selec t 4 to 7 were considered ne ut ra l and un likely to leave. 
TABLE 7 
ATTITUDE CHANGE AND PROPENSITY TO 







Propensity To Leave : No. of Respondents 
I 
No. of Dimensions With Attitude Change 
Total Average 
-------------------------1------------------------- ------------------------- -------------------------
Intend to Stay 1 I 
I 
I 




Leave If So~ething Better: 
Turns Up 














F u t u r e Ca r e e r ,,1 i t h Th e A d v e r t i s i n g I n d u s t r y 
P rope nsity To Leave within 
t he Ne xt 12 Months 
It was found 1n Table 8 that 20 percent o f the 
respondents indicated likeliness to leave the advertising 
industry within the next 12 months. When asked the 
possible factors that contributed to this decision, revieH 
of responses summarized in Table 11 noted that 
dissatification ,~ith work pressure was identified as the 
most important one. Better pay and opportunities offered 
by other industries were rated second most important 
factors 1n pulling them from advertising industry. 
Dissatisfaction with career advancement Has the fourth 
important factor. In fact the welfare and fringe benefit 
of the advertising industry though, ranked fifth was 
another push factor for professionals' leav ing the 
industry. However, interestingly enough, "the job 
basically does not suit me" was the third least important 
factor. The other factors like dissatisfaction with 
clients' relationship and training/learning opportunities 
were the second least and least important factor in causing 
professionals to leave the advertising industry. 
As perception of others' behaviour may also 
reflect one's internal thinking, all the respondents were 
also asked why they think others have left the industry. 
The most common reason they cited was that these leavers 
were just not happy working 1n the agency business. 
Emigration, better opportunities in other industries were 
indicated as second and third most important reasons b y the 
respondents. 
TABLE 8 
PROPENSITY TO LEAVE THE ADVERTISING 





of Leaving No. of Respondents Percentage 
------------------------- -------------------------:-------------------------
b 
1 3 5 
b 
2 5 8.5 
b 
3 4 6.8 
4 13 22 
5 4 6.8 
6 12 20.3 
7 18 30.6 
------ --------
Total 59 100 
a 
Level of propensity to leave is represented by 1 to 7. 1 indicated 
highly likely and 7 indicated highly unlikely. 
b 
Those rated 1, 2, 3 are regarded as having high propensity to leave 
the advertising industry within the next 12 months ie. 20 percent of 
the respondents. 
Prop n sitv t o Le ave for 
Emig r a tion within The Ne x t 
Th ree Years 
Thirt y two percent of the respondents 
4 ] 
shown ln Tabl e 
9 indicated that they would leave the advertising industry 
for emigration within the next three years. In fact 50 
percent of those with high propensity to leave the industry 
fell into this category. Canada was given as the most 
popular country for emigration while United States and 
Australia were ranked second and third in popularity. 
Future Career With The Advertising Agenc y 
Propensity To Leave within 
the Next 12 Months 
Forty percent of the respondents indicated that they 
had high propensity to leave their current agenc y . Among 
these respondents, nearly 80 percent of them would leav e 
for another advertising agency if something better turned 
up and the other 20 percent in fact were activel y looking 
for job ln another agency and wished to leave their current 
ones as soon as possible. 
On the positive side, 40 percent of the respondents 
expressed to stay with current agency for the next 12 
months and also 20 percent of respondents indicated they 
would leave for another advertising agency onl y if an 
exceptional opportunity turned up. Summary of responses. 
was given in Table 10. 
Reasons For Leaving 
Better opportunities by joining another ad vertising 
agency was noted in Table 11 as the most important facto r 
in contributing to the decision to leave the c u rre n t 
TABLE . 9 
PROPENSITY TO LEAVE FOR EMIGRATION 





For Emigration No. of Respondents Percentage 
------------------------- -------------------------:-------------------------
b 
1 11 18.6 
b 
2 5 8.5 
b 
3 3 5.1 
4 9 5.3 
5 8 13.6 
6 3 22 
7 0 17 
------ --------
Total 59 100 
a 
Level of propensity to leave is represented by 1 to 7, 1 indicated 
highly likely and 7 indicated highly unlikely. 
b 
Those rated 1, 2, 3 are regarded as having high propensity to leave 
the advertising industry for emigration within the ne xi three years 
ie. 32 percent of the respondents. 
TABLE 10 




Plans for Leaving the 
Current Advertising 
Agency No. of Respondents Percentage 
------------------------- -------------------------:-------------------------
Intend to Stay with 
Current Agency 
Leave for another agency 
only if an exceptional 
opportunity turns up 
Leave for another agency 
if something better turns: 
up 
Actively looking to leave: 


















People with non-high propensity to leave ie. 60 percent of respondents. 
b 
People with high propensity to leave ie. 40 percent of respondents. 
TABLE 11 
IMPORTANCE OF FACTORS CONTRIBUTING TO THE 

























Dissatisfaction with the 
Job Itself 
The Job Basically does 
not Suit Me 
Dissatisfaction with Pay 
Better Pay Offered by 
Other Industry 
Dissatisfaction with the 
Management 
Better Opportunities by 













5 161 6 
4 188 4 
1 160 8 
8 167 5 
7 141 9 
N/A 161 6 
6 N/A N/A 
N/A 200 2 
2 N/A N/A 
N/A 196 3 
2 228 1 
4' 
a 
This referred to the respondents WllO expressed propensity to leave th e indus try 
in Table 8, the total number of respondents was 12. 
b 
This referred to the respondents who indicated propensity to leave the 
agency if exceptional or better opportunities turn up or were actively looking 
to leave as soon as possible. The total number of respondents amounted to 36. 
c 
Weighted total of number of respondents and value of 1 to 7 assigned 
to the factor for the level of importance, 1 indicated least important and 




a o' - n e y • Dissati s f ac tion with pay and dis s at isfac tion wi th 
ma n age ment \vere the second and third most i mp o rtant 
factors. The least important factor was dissatisfac ti o n 
Hith clients' relationship and second least important one 
was dissatisfaction with work pressure. 
Here, the reVlew revealed interesting results in terms 
of the ranking of the importance of factors in contributing 
to the reasons for leaving the industry/agency. While work 
pressure Has ranked the most important reason for leaving 
the industry, it was considered as the second least 
important reason when attempting to understand the high 
staff turnover problem of advertising agecies. 
Reasons for Staying 
Relationship with superior and colleagues stood out ln 
Table 12 as the most important reason for respondents to 
stay with current agency. Level of job satisfaction was 
another important factor in contributing to the decision to 
stay with current agency. 
The other four factors were more or less noted the 
same '.J i th little variation. They were salary and fringe 
benefits, reputation of agency in the industry, opportunity 
for promotion and training/learning. Rather than monetary 
reward, social needs and job satisfaction surfaced as the 
main attractions for the professionals to stay h' i th the 
agenc y . The results were consistent with what had b e en 
suggested by Maslow's theory regarding hierarchy of needs. 
Job Satisfaction 
Job Satisfaction a nd Propensity 
t o Leav e The Adv e rtising Industrv 
TABLE 12 
IMPORTANCE OF FACTORS CONTRIBUTING TO THE 






Level of Job Satisfaction 




Relationship with My 
Superior and Colleagues 
Reputation of this Agency 



















The respondents who indicated to stay with 
the current advertising agency were asked to 
rate the factors from 1 to 7, 1 indicated definitly 
not important and 7 indicated extremely 
important. Score was the weighted total of number 
of respondents and value assigned. 
4EJ 
A rn ll o' t ho se \ v i Lh high propensity to l eav e lh· 
ad vertising industry, 42 percent were h aving job 
dissatisfaction again only 17 percent of those who had low 
propensity to leave advertising industry had job 
dissatisfaction. 
On the side of job satisfaction. 58 percent was 
found among those with high propensity to leave the 
industry. However, job satisfaction was also found among 
57 percent of those with low propensity to leave A 
Therefore it can be concluded that those with high 
propensity to leave the advertising industry had more of 
them had job dissatisfaction. Nevertheless, there was no 
clear relationship between job satisfaction with propensity 
to leave the advertising industry. 
Job Satisfaction and Propensity 
to Leave The Current Agencv 
In fact it was found In Table 13 that among those who 
had high propensit y to leave current agency, only 38 
percent had job satisfaction In general. On the contrary, 
71 percent of those who had low propensity to leave the 
current agency had job satisfaction. 
Looking at job dissatisfaction, 9 percent of those who 
had low propensity to leav e had such phenomenon. On the 
other hand, 42 percent of those who had high propensity to 
leave their current agency had job dissatisfaction. 
Overall speaking, there were 22 and 58 percent of the 
respondents had job dissatisfaction and job satisfacti on 
with their current job respectively. Generally speakin g, 
for those who had lower propensity to leave, l ess of them 
had job dissatisfaction and more of t hem h a d job 
TABLE 13 
RELATIONSHIP BETWEEN PROPENSITY TO LEAVE 




, Job Satisfaction , 
Plans for Leaving :Total No. of: 1 2 3 4 5 
the Agency ;Respondents , (1 ) (% ) (% ) (%) (% ) I I>') (% ) , \~ 
, , 
------------------------------ ,------------,----------------------------------------------------------------------
Stay 22 1 4 9 5 2 
(405 ) (405) (18 ) (41 ) (23 ) (9 ) 
Leave If Exceptional 12 1 2 6 
Oppor tun ity Turns Up (8.3) .( 16 . 7 ) (5 0 ) (16.7 i (8. 3) 
Leave If Something 19 2 5 5 
Eetter Turns Up (10.5) (26.3) (26.3) (3 0.9 ) 
Act ivel y Loo king 2 1 
To Le~v e ( 40 ) (20 ) (2 0) (20 ) 
! , 
------------------------------ ------------ 1----------------------------------------------------------------------
c 11 23 
Total 58 b b 
(8.6 ) (1 3.8) ( 19 ) ' 'le ~ ) I ~ ~ , u (13. 8 ! (5. 2) 
a 
Level of satisfaction is represented by 1 to 7, 1 indicated strongly dissatisfied and 7 ind icated strongly 
sati sfied, 
b 
An overall 60 percent of the responcients derived satisfaction from their job, 
c 
On e responde nt failed to give answer. 
b 
l 0 
sa ~i facti on t h a n t h e g rou l wit h h ig h er plope n si ~ y to J eavc 
c urr e n t age nc y . Th e results co i ncid e d with our 
t hinkin g In the theoretical framework tha t th e 
professiona ls with high level of job satisfaction are mo re 
likely to 
satisfied. 
stay In the agency than if the y are not 
Respondents' Profile Review 
Though the sample sIze was as small as 59, it may 
still be interesting to identify the profile 
h a ve high propensity to leave the 
of those who 
advertising 
industry /agency. On the other hand, we would also like to 
contrast with those who have low propensity to leave the 
ad v ertising/agency. Details of responses were shown In 
Table 14. 
Propensit y To Leave The Advertising Industr y 
High Propensitv Group 
Female respondents seemed to hav e higher propensity to 
leave the industry than the male respondents, le. 21 
percent versus 14 percent of their respective sex groups. 
The age group of 30 to 34 was identified as havin g highest 
pro pensit y to l e a v e the indu s tr y than the other a ge groups. 
Be sides, gradua t es of uni v ersi t ies and post-graduate 
co u rses are hav ing high e r propensit y to leav e. Those with 
t wo to fi v e y ear's expe rIen ce with the a d v e r ti s ing 
i ndustr y , a nd those e arning s between HKS 1 8 0,00 0 t o HKS 
3 20,000 pe r annum were a lso h a vin g high propensity to l ea \ ' e 
t h e i n d u s tr y . Among t h e pro fess ion a ls, a cc ount p eopl e 
we r e mor e li ke l y to leave t h e indust r y . 
Lo ,,-
Hale respondents indicated greater unlikeli ness to 
leave the industry. Besides, those aged 20 to 24 al s o 
expressed lower propensity to leave. Graduates o f 
secondary school were also more likely to stay with the 
industry. Similarly, this applied to those who had over 
five years' experience with the industry. Interestingly 
enough, those with low earnings ie. less than HK$ 180,000 
per annum were having low propensity to leave the industry. 
Last of all, media and research was the category of which 
the professionals indicated lowest propensity to leave. 
Propensity To Leave The Advertising Agency 
High Propensity Group 
Female respondents, age group from 20 to 24, graduates 
from universities and secondary schools were identified as 
having high propensity to leave current agency. Besides, 
those with less then two years' service with the agency, 
and those with income group of HK$ 180,000 to HK$ 320,000 
were more likely to join other agency. Similar to turnover 
people also have pattern at industry level, account 
greater likeliness to leave their current agency. Creative 
professionals ranked second in propensity to leave the 
current agency. 
Low Propensity Group 
Male respondents, people of the age group from 30 to 
39, graduates of polytechnics were identified as 
characteristic·s of the low propensity group of people. 
Thos e with more 
a nd thos e with 
than five years' service with the ag e n cy , 
income group HK$ 320,000 to HK$ 400,000 o r 
ab 0 \' \,,1 ere m 0 reI i k e I y t o s t ay \v i t h e u r r e n tag e n e y . Las t 
of a ll, me dia p e opl e a lso b e longe d to t h e grou p with l o w 
prope nsit y to leave. 
A summary of results was shown 1n Table 1 4 (from Table 
1 4 .1 to Table 14.7) 
TABLE 14.1 TO TABLE 14.7 
RESPONDENTS' PROFILE AND PROPENSITY 
TO LEAVE THE ADVERTISING 
INDUSTRY/AGENCY 
TABLE 14.1 











































Refers to definitions on Table 8. This applies for Table 14.2 to 14.6. 
b 
Refers to definition on Table 10. This applies for Tables 14.2 to 14.5 and 14.7. 
TABLE 14.2 

















































































ACADEMIC QUALIFICATION AND PROPENSITY TO LEAVE 




Academic : Propensity Propensity 



























































JOB CATEGORY AND PROPENSITY TO LEAVE 
THE ADVERTISING INDUSTRY/AGENCY 
If) 















































SALARY INCOME AND PROPENSITY TO LEAVE 
THE ADVERTISING INDUSTRY/AGENCY 
-- - - --- - - - - -- --- ------------ - - - ---- --- - - -- ---- --------- - - - - - --- - - - - --- - - ----------- - - - ----


































































YEARS OF EXPERIENCE AND PROPENSITY 








2 to 5 years 
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YEARS OF SERVICE AND PROPENSITY 








2 to 5 years 
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Discussion and Review 
Research Findings 
From this study, it was clear that advertising 
professionals in Hong Kong did have attitude change in 
different degrees after joining the industry. 
Turnover Problem 
Overall, the advertising industry may face problems in 
retaining the professionals in the future. According to 
the findings of the survey, two out of ten professionals 
may probably leave the industry within the next twelve 
months. 
factors 
The situation may even be worse if the pull 
identified in the survey ie. better pay and 
opportunities offered by other industries are in effect. 
Besides, thirty percent would leave the industry for 
emigration within the next three years. Even within the 
industry itself, the expected turnover of professionals 
among the agencies is as high as forty percent. 
To sum up, the twenty percent of professionals leaving 
the industry coupled with the forty percent of 
professionals leaving the current agency may create an 
alarming impact on the industry as a whole in staff 
r esourcing. If taking into consideration the th i r ty 
pe r ce nt emigration effect, the re will be a genuine n eed for 
t h a dv e rtising industry to bett e r pl a n it s ma n pow r 
r e sourc e s in the coming years. 
Attitude Change and Propensity To Leave 
Those with higher propensity to leave the industry 
had attitude changes towards more of the job dimensions. 
Though the changes were in different directions, ie. some 
from positive to negative while some from the reverse 
it is apparent that the more the changes in direction, 
attitudes, the less the commitment of the professionals 
towards the industry. The aspects where more respondents 
changed attitude were feeling of status and work pressure. 
Again those with higher propensity to leave the agency 
have attitude changes towards greater number of job 
aspects. Especially, these aspects included opportunity 
for promotion, managment and development of employees, work 
pressure and training/learning opportunities. 
The findings supported our thinking in the theoretical 
framework that the wider the gap between actual perception 
and prior expectation towards the 
higher the propensity to leave. 
Career and Job Information 
industry/agency, the 
To look closer to the problem of attitude change, the 
advertising industry is found not providing actively career 
or job information in seminars or exhibitions to the 
prospective candidates. The current practice of 
dissemination of job information about the advertising 
industry through media, among friends may attract the wrong 
candidates to the profession. Therefore the industry as a 
whole should better its recruitment strategy by identifying 
t he right group of candidates and informing the m wit h 
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i n f o r mati on s uch as statu s , wo r k pressure , te . 
\ v i t h i n t h e a d v e r t i sin g in d us try. 
\\7or k P re ssure 
In particular, the professionals admitted that the 
work pressure of the industry was greater than what the y 
had expected. Although such attitude change could not be 
delineated as the major cause of advertising professionals' 
leaving the industry, it coincided with our findings that 
work pressure was considered as important in determining 
the willingness of professionals to stay in the industry. 
Although many respondents had attitude change towards work 
pressure of their agency, it was taken as the second least 
important factors in contributing to the professionals' 
propensity to leave the agency. 
Career Prospect, Better 
Management/Opportunities 
At industry level, better opportunities offered by 
other industries pulled professionals away from the 
industry. In fact the aspect of better management 
warranted our attention in retaining the professionals at 
agency level. It is because, as identified in the survey, 
one of the major push factors for professionals' leaving 
the agency was dissatisfaction with management. 
Additionally, it was found that more professionals had 
negative changes in attitude towards the management like 
promotion opportunity, managing and developing 
subordinates. The findings coincided with our thinking in 
the theoretical framework that when professionals consider 
the industry/agency would offer good management and 
o p portunities, their level of propensity to leave will b e 
low . 
63 
R mun e r at ion 
As stated in our theoretical framework, pay was 
identified ln our findings that affected the professional s 
propensity to leave the industry and agency. Yet concerning 
welfare and fringe benefits, it was not rated as too 
important in affecting professionals' leaving the 
industry/agency. 
Age 
At industry level, the findings with regard to age 
were contrary to what we postulated in the theoretical 
framework. Those aged 30 to 34 were having the highest 
propensity to leave than the other age groups. In fact, 
the younger professionals like those age 20 to 24 had low 
propensity to leave the industry. 
At agency level, the findings were in line with 
our thinking in the theoretical framework, ie. those 
younger especially aged 20 to 24 had high propensity to 
leave the current advertising agency whereas those older 
with age 30 to 34 had low propensity to leave the agency. 
Academic Qualification 
At industry level, the findings supported the line of 
thought in the theoretical framework. The better educated 
the professionals, the higher level of propensity to 
leave. This applied to those graduates of universities 
and post-graduate courses. 
For individual agency, it was interesting to note that 
there was no clear relationship between academic 
qualification and propensity to leave. It was because both 
t h e graduates of universities and secondary schools h ad 
hig h prope n si t y to le a ve. 
6 4 
Years o f Se r v i ce 
The findings were 1n line with the postul ation In th e 
theoretical framework. Those with longer years o f service 
had lower propensity to leave the industry/agency. It was 
found that those with over five years servlce with t h e 
industry/agency had greater likelines to 
industry/agency. 
Validity of Theoretical Framework 
As reviewed 1n the discussion, 
stay with the 
the independent 
like v ariables 
pressure) , 
management) , 
role acceptance (attitude change, work 
career prospect (better opportunities/ 
remuneration (pay), academic qualification, 
and years of service did have relationship with propensit y 
to leave the industry as postulated 1n the theoretical 
framework. job satisfaction, welfare and fringe 
benefit did not have any clear relationship with propensit y 
to leave the industry. 
For propensity to leave the adv ertising agenc y , role 
acceptance (attitude change) , career prospect 
opportunities/management), remuneration (pay), 
of serV1ce did have relationship with it. 
(better 
age, y ears 
HOlve v er, 
variables like work pressure, welfare and fringe benefit, 
academic qualification were not found to have any clear 
relationship with propensity to 
agency. 
leave the advertising 
Research Design and Methodology 
Hv pothesis Testing 
One of the limitations of this study 1S the lack of 
h y po t hesis testing to substantiate the findin gs . If 
h ypot hesi s t e sting was done, the relation s h ip b e tw e n 
at titude change and propensity to leave could b e bett e r 
determined, and the variance in propensity to leave could 
be better explained by the variables identified. 
Questionnaire 
Regarding data collection, 
on some questions is doubted. 
the reliability of answers 
The possible cause could be 
t ,he wording of the questions which created confusion for 
the respondents when they faced with a not so well worded 
question. The vagueness 
were written is another 
in which the certain questions 
source of problem for data 
collection. 
Sampling 
Last but not the least, the result of the respondents 
only came from three advertising agencies. Therefore it 
may not be a good representation of all. 
Recommendations and Implementation 
Research Findings 
Industrv Level 
In light of the results of the data analysis, the 
advertising industry lS recommended to better plan its 
manpower resourcing and retention in order to combat the 
turnover problem of its professionals. Wage spiral l-lill 
only make the problem even serious. 
Recruitment Campaign 
The Association in fact can play a leading role In 
promot i ng the image of industry to attract young people 
into the profession. The Association can embark on a n 
i n st itutional a d ve rtising compai g n to dr a w youn g p e opJ~' s 
at t e ntion to the demand for, and the d evel o p me n t a n d 
promotional prospects of advertising professiona l s In Hon g 
Kong. To create an impact, the Association should 
identify target group of candidates like unive rs ity 
graduates and place advertisements in selected publications 
of the local tertiary educational institutions to appeal to 
them. In addition, the full service advertising agencies 
can jointly participate in career exhibitions or semlnars 
to better project the career or job information to 
prospective candidates. 
Training and Development 
On a longer term basis, more effort should be spent in 
increasing the intake of advertising people ln the industry 
so as to ease the tight supply of staff resources. 
can be achieved through some longer term measures 




dipolma, certificate or degree courses on advertising 
management. In addition, the Association can play a role 
by organising more certificate programmes to help 
identifying potential young people for the industry . 
Through expanding the opportunities of training and 
development for young people, the problem of having 
shortfall ln advertising professionals may be resolved 
progressively. 
Interviewing Skills 
Training courses like "Interviewing Skills and 
Techniques" can be offered to line managers ,,,, ho hav e t o 
exercise skills and judgement in recruiting professionals . 
Throu g h s u c h tlai ning c ourses, it 1S hoped that i nt e rvi w 
,,' i 11 b e better managed and any misperception to\.vard s the 
industry or the agency can be clarified during th e 
i nterv ievl. For example, the work pressure of the industry 
can be further explained to the candidates concerned and 
the management philosophy of the agency can be clearly 
communicated to the candidates. This ensures that both 
parties can have mutual assessment on whether there will be 
"good fit" between the person and the job. 
Role Acceptance 
Once these professionals are 1n the industry, the 
role efforts should be concentrated on increasing their 
acceptance. The education/orientation courses for J01ners 
are vital here so as to avoid any industry shock to 
nelV"comers. Additionally, as the account executives are 
more likely to leave the industry, thier role or career 
expectation should further be explored and recognised by 
advertising management. Therefore, from time to time, the 
agency 1S recommended to organize career counselling 
sessions to account executives to understand better their 
career expectation. Through such sess1ons, it 
that possible turnover can be avoided or reduced. 
Work Pressure 
1S hoped 
If the advertising industry really has a lot of work 
pressure awaiting its professionals, it has to consider 
introducing some stress 
professionals 1n order to 
management programs for 
handle and release stress 
its 
at 
work. Further, facilities like executive health club may 
also help relieving and 
professionals at work. 
lowering the stress experienced by 
6(3 
A0'e n v Le vel 
Better Ma nage me nt 
Concerning the retention of advertising p r of e ssional s 
at agency level, it seems that offers of better pay will 
onl y create an endless war of pulling professionals from 
one agency to another. In fact, as mentioned in the 
preceding section, the management practices and relations 
with staff are 1n fact important 1n contributing to 
professionals' decision to stay or leave the agency. As a 
result, the agency should explore the expectation of 




and to cultivate better relationship 
Since those with less then two years' service 
indicated higher propensity to leave, it may be Horth 
considering introducing retention bonus or fringe benefit 
which tie in with years of service. The factors for 
retention of account and creative people should also be 
further studied in order to reduce their turno v er among 
agencies. 
Pay 
As pay 1S one of the major factors affecting the 
turnover of advertising professionals among agencies, it is 
recommended that the Association can play a co-ordina ting 
role in organizing regular industry-wide salary survey. 
Through participation in the survey, each agenc y can obta in 
th e pay trend and information for different categorie s and 
l e vels of advertising professionals in the industry . Bas e d 
on t his information, it is hoped that the age ncies ca n b e 
69 
as ope n mind e d as possible to discuss and plan the pay 
strate g y for the professionals to avoid unnecessary wage 
spiral throughout the industry. 
Research Design and Methodology 
Hypothesis Testing 
In order to better establish the relationship 
between the independent and dependent variables, to test 




be applied to 
and testing 
simple and 





stepwise multiple regressions 
should be used whenever possible. It is hoped that with an 
improved set of variables and testing technique~, 
substantial statistical tests could be conducted. 
Questionnaire 
more 
With regard to the questionnaire itself, some of the 
wordings of the questions need revision. 
cited as follows :-
Examples are 
Double negative words should be avoided in Question 8. 
It could be revised from "There would not be any more 
work pressure in this industry than in other industry" to 
"There would be more work pressure in this industry than in 
other industry." 
Vagueness in question 38c and 38d should be reduced. 
"Better opportunities", "Just not happy" cannot help us to 
identify the real 
specific wordings 
cause of leaving the industry. More 
like "Better pay, better promotion 
opportunities", "Not happy with the remuneration, with the 
bos s relationship" should be put on for these qu e st i on s . 
This also applies to question 42h and qu e s t io n ,I L j • 
"Dissatisfaction with management", "Better opportun iti es P 
may be to o broad for us to focus on problem. 
Sampling 
In order to avoid bias in sample selection, it would 
be advisable to include more advertising agents ln the 
sampling for the study. Advertising professionals should 
be selected from different agency firms to 
samples. 
form the final 
All ln all, the 
Finale 
attitudes of the advertising 
professionals before and after joining the industry/agency, 
their future plans as well as profiles have been adequately 
answered by the results of the data analyses. Therefore 
the project can be treated as exploratory study of turnover 
problem of advertising 
Subsequent study on full 
design methodology of 
professionals in Hong Kong. 
scale can be based on the basic 
this project with improvements 
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APPENDIX 1 
OPERATIONAL DEFINITIONS FOR THEORETICAL FRAMEWORK 
There are altogether 7 independent variables and 1 dependent 
variable. The dependent variable and the 4 independent variables 
le. job satisfaction, age, academic qualification, years of 
serVlce, can be tapped directly from the respondents. The 
remaining 3 variables were operationalized as follows under 
different categories of propensity to leave the industry/agency. 







































33, 42e, 42f 
31, 42c 
28, 29, 41e 
27, 41c, 42b 










30, 41d, 42d, 42h 
Remuneration Reasonableness 
of Salary and 
Fringe Benefits 
* 
These elements are measured by 
questionnaire enclosed in Appendix 2. 
26, 41b 
42a, 42g 
the questions ln the 
APPENDIX 2 
RESEARCH PROJECT ON THE 
ATTITUDE OF ADVERTISING PROFESSIONALS 




isted on this questionnaire are a series of statements that represent 
possible feelings that. advertising professionals might have about the · 
industry and the agency · for which t.hey work. Please indicate the 
egree of your agreement or disagreement with each statement by 
hecking one of the seven alternatives. 
SECTION ONE 
QUESTIONS ABOUT THE ADVERTISING INDUSTRY 
Before you joined the advertising industry, what were your feelings 




QJ QJ QJ 
QJ ~ QJ QJ QJ 
~ ()() ~ Q) Q) 
00 co gp ~ QJ ~ CUI (I) (){) QJ ()() 
(I) OM (J) co ~ CU 
oH ~ OM (I) (){) 
~ ~ OM co ~ ~ ~ r-i 
~ r-i >- ~ Q) 
r-4 ~ r-i ~ r-i ~ 
~ co ~ Q) ~ co ~ ..c ..c Q) ..c ~ 
0 QJ (){) ~ <Ll ()() <Ll 
~ "U OM -OM ~ OM ] ~ 0 r-i QJ bO r-i 
U) ::8 U) Z co U) ~ 
1. It would be dynamic and challenging. 1 2 3 4 5 6 
2. It would be interesting and 1 2 3 4 5 6 
exciting. 
3. It would bring me a feeling 1 2 3 4 5 6 
of status. 
4. It would provide me many 1 2 3 4 5 6 
opportunities for training. 
5. It would offer me great exposure 1 2 3 4 5 6 
to different industries/people. 
6. The industry would provide 1 2 3 4 5 _ 6 
somewhat rapid career advancement 
for quality staff. 
7. The professionals in the i~dustry 1 2 3 4 5 6 
were well paid. 
8. There would not he any more work 1 2 3 4 5 6 
pressure in this industry than in 
other industries. 
9. What influenced your above attitudes/feelings ahout the advertising 
industry? ( please 'tick' the most appropriate ones) . 



























Now that you are working in the advertising agency business, how do you 
feel? I feel that: 
<lJ ~ 
<lJ 0 
<lJ ~ <lJ C 
<lJ co <lJ (JJ 
~ cu ~ <U <lJ 
co (J) (){) ill <lJ ~ <lJ 
cu .n cu ,.... <lJ (){) <lJ 
(J) ~ (J) (){) ~ tU ~ 
-M -M (J) 00 · ~ ~ ~ ~ OM co ~ 
H ~ H 
~ <lJ ~ ~ (JJ ~ 
H 4J H ~ r-i .u H 
~ co 4J ill 4J cu ~ ~ ..c ..c <lJ ..c ~ 
0 <lJ 00 .&J <U co ill 0 
~ ~ -M -M ~ .n ~ ~ .&J H <lJ 00 H 0 4J 
V) ::8 V) Z tU V) :L: V) 
10. It is .dynamic and challenging. 1 2 3 4 5 6 7 
11. It is interesting and exciting. 1 2 3 4 5 6 7 
12; It has brought me a feeling 1 2 3 4 5 6 7 
of status. 
13. It has provided me with many 1 2 3 4 5 6 7 
opportunities for training/ 
learning. 
14. It has offered me great exposure 1 2 3 4 5 6 7 
to different industries/people. 
15. The -indus try does _pro vide 1 2 3 4 5 6 7 
somewhat rapid career advancement 
for quality staff. 
16. The professionals in the industry 1 2 3 4 5 6 7 
are well paid. 
17. The work pressure 1s greater than 1 2 3 4 5 6 7 
what I had anticipated. 
- 3 -
SECTION TWO 
QUESTIONS ABOUT THE ADVERTISING AGENCY 
FOR WHICH YOU ARE NOW WORKING 
Before joining your current advertising agency, what were your feeling~ 




<U ~ <U 
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18. The remuneration package offered 1 2 3 4 _ 5 6 7 
was reasonable and competitive. 
19. There were m?ny opportunities 1 2 3 4 5 6 7 
for internal promotion. 
20. I would be proud to be part of 1 2 3 4 5 6 7 
this agency. 
21. This agency was one of the best 1 2 3 4 5 6 7 
agencies to work for. 
22. This agency would do a good job 1 2 3 4 5 6 7 
in managing and developing 
its employees. 
23. I could easily manage the work 1 2 3 4 5 6 7 
pressure in this agency. 
24. This agency would provide me with 1 2 3 4 5 6 7 
many opportunities for trainingl 
learning. 
25. I would get much satisfaction 1 2 3 4 5 6 7 
from dealing with its clients. 
7B 
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Now that you are working In this advertising agency, how do you feel? 
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26. The remuneration package offered 1 2 3 4 5 6 7 
is reasonable and competitive. 
27. There are many opportunities 1 2 3 5 6 7 
for internal promotion. 
28. I am proud to be part of this 1 2 3 4 5 6 7 
agency. 
29. This agency is one of the best 1 2 3 4 5 6 7 
agencies to work for. 
30. This agency is doing a go·od job 1 2 3 4 5 6 7 
in managing and developing 
its employees. 
31. The work pressure of this agency 1 2 3 4 5 6 7 
is greater than what I had 
anticipated. 
32. This agency has provided me with 1 2 3 4 5 6 7 
many opportunities for training/ 
learning. 
33. I do get satisfaction from dealing 1 2 3 4 5 6 7 




About Your Future Plans 
A. Your Future Career With The Advertising Industry 
34. Estimate the subjective probability of your leaving the 
advertising industry within the next 12 months. 
1 ____ ' ____ , ____ , ____ , ____ ' ____ 1 
1 , , , , , . 1 
1 234 567 
highly highly 
likely unlikely 
35. Estimate the subjective probability of your leaving the 
advertising industry for emigration within the next 3 years. 
1 ____ 1 ____ 1 ____ 1 ____ 1 ____ ' ____ 1 
, 1 , • • • • 
1 234 567 
highly highly 
likely unlikely 
36. If you are planning to emigrate, to what country do you plan 
to go ? 
37. Should you decide to leave the advertising industry for 
employment in a totally different field/industry, how 
important would the following items be in contributing to this 
decision ? 
---- ---- ---- ----:,---- ---- • 1 • 
1 2 3 4 5 6 7 
definitely extremely 
not important important 
a. Dissatisfaction with 1 2 3 4 5 6 7 
welfare and fringe 
benefits 
b. Dissatisfaction with 1 2 3 4 5 6 7 
career advancement 





---- ---- ---- ---- ---- ----, 
1 2 3 4 5 6 7 
definitely extremely 
not important important 
d. Dissatisfaction with 1 2 3 4 5 6 7 
training/learning 
opportunities 
e. Dissatisfaction with 1 2 3 4 5 6 7 
clients' relationship 
f. The job basically does 1 2 3 4 5 6 7 
not suit me. 
g. Better pay offered by 1 2 3 4 5 6 7 
other industries 
h. Better opportunities by 1 2 3 4 5 6 7 
joining another industry 
38. Why do you think other people have left the advertising 
industry? Please rank the following items from 1 to 5. (1 ~s 
the most important and 5 is the least important) 
a. Emigration 
b. Go for further studies 
c. Better opportunities in 
another industry 
d. Just not happy working 
in the agency business 
e. Others, please specify 
B. Your Future Career With Your Current Adverti~i:ng Agency 
39. When you take into consideration the various 
current job, how satisfied are you in general 
' ____ 1 ____ 1 ____ '_---,----,----, 
1 t t t • , , 









40. What are your plans for staying with your current advertising 
agency for the next 12 months ? 
(Please tick the most approproate one) 
I intend to stay with my current agency (please answer 
41 direct) 
I will leave 
exceptional 
direct) 
for another advertising agency 
opportunity turns up (please 
only if an 
answer 42 
I will leave for another advertising agency if something 
better turns up (please answer 42 direct) 
I am actively looking to leave this advertising agency 
as soon as possible (please answer 42 direct) 
41. Should you intend to stay with your current advertising agency 
for the next 12 months, how important do you think the 
following factors are in contributing to this decision ? 
a. Level of job 
satisfaction 





with my superior and 
colleagues 
e. Reputation of this 
agency in the 
industry 
f. Opportunities for 
training/learning 
, 
----,----,----,----,----,----, ,   , , , ,
1 2 3 4 5 6 7 
definitely extremely 
not important important 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
82 
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42. Should you decide to leave your current advert i sing agency 
for another advertising agency, how important do you th i n k 
the following factors are in contributing to this decision ? 
t 
---- ---- ---- ---- ---- ----t 
1 2 - 3 4 5 6 7 
definitely extremely 
not· important important 
a. Dissatisfaction with 1 2 3 4 5 6 7 
welfare arid fringe 
benefits 
b. Dissatisfaction with 1 2 3 4 5 6 7 
career advancement 
c. Dissatisfaction with 1 2 3 . 4 5 6 7 
work pressure 
d. Dissatisfaction with 1 2 3 4 5 6 7 
training/learning 
opportunities 
e. Dissatisfaction with 1 2 3 4 5 6 7 
clients' relationship 
f. Dissatisfaction with 1 2 3 4 5 6 7 
the job itself 
g. Dissatisfaction with 1 2 3 4 5 6 7 
pay 
h. Dissatisfaction with 1 2 3 4 5 6 7 
the management 




















__ Above 39 
45. Marital status 
__ Single 
__ Married with no children 
Married with children 
--
__ Divorced/separated 
46. Educational level 
__ Secondary school or below 
__ Polytechnic/Technical institute 
___ University graduate 
__ Post graduate 
84 
- la -
47. What type of passport(s) do you hold? 




___ United States 
__ British 
__ Others, please specify 
48. Number of years with the current advertising agency 
___ year /years 
49. Number of years with the advertising industry 
___ year/years 
50. Number of advertising agencies, including your current agency, 
you have worked for in Hong Kong : 
___ agency/agencies 
51. Number of employees in your current advertising agency 
Less than 30 
30 - less than 60 
60 - less than 100 
100 or above 
52. Present job title 
53. Current annual salar~ 
__ less than $80,000 
- 11 -
___ $80,000 - less than $130,000 
___ $130,000 - less than $180,000 
___ $180,000 - less than $250,000 
___ $250,000 - less than $320,000 
___ $320,000 - less than $400,000 
___ $400,000 or above 
***END*** 
Thank You For Your Co-operation 
BC 
APPENDIX 3 
LETTER FROM MANAGING DIRECTOR 
INFORMING EXECUTION OF THE SURVEY 
DDS NEEDHAM WORLDWIDE Dll( MEMC 
'\ .. 'fO. Everyone 
~ ______ ~--~~JTOrn Hartje 
DATE: March 26, 1990 
Staff Attitude Survey 
The 4A's is undertaking an industry-wide study to determine 
employee attitudes toward the advertising industry, toward 
their agency# and toward their own future. 
In order to try to pin-point problems and issues, the 4A·s 
has commissio~ed a research team from The Chinese 
University of Hong Kong's MEA Prog=amrne to conduct the 
pL"oject. 
7he study will beg~n in the very near future. It will take 
the form of a questionnaire which will allow you to rank 
various items. 
Your completec questionnaires will he returned directly 
to the research team. Please rest assured that the survey 
is strictly conf~d~ntial ana the identity of all respondents 
w~ll be unknow~ ~o anyone as ~ou will not need to sig~ the 
qt;.estionGaire. 
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